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Okay. chances are you won 't find a librarian consulting on prenatal care. But librarians do play a vital role on any medical team, 
enabling point-of-care solutions and research breakthroughs Whether you 're choosing information for research communities 
or decision support for professionals, Elsevier offers access to a world of information anytime, anywhere. Select from a wide 
range of scientific, technical and health resources in multiple media. including innovative electronic 
products like ScienceDirect~ and MD Consult. After all . getting the right information into the right 
hands is critical to the outcome of any examination . 
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Reach Out and Partner with Someone 
If you've heard me speak during 
my travels over the past year or so, 
you've likely heard me stressing the 
importance of mission-critical part-
nerships between information pro-
fessionals and technology profes-
sionals. I can tell you that I've seen 
or heard it all in response, from 
applause to eye-rolling to groans of 
complete indignation! These days, 
I'm getting the sense that reality has 
set in, and librarians and informa-
tion professionals across the spec-
trum of the practice are starting to 
move in that direction. 
Last month, I had the good for-
tune to participate in the Factiva 
Forum, an event designed by Factiva 
for their customers to focus on criti-
cal trends in business that shape 
information management. I led a 
conversation among information 
professionals and technology profes-
sionals about the need to align infor-
mation strategy and technology strat-
egy. In particular, the discussion 
focused on commonalities between 
the two professions: links in overall 
organizational strategy, end-user 
needs, and identification of appropri-
ate user tools and delivery methods. 
While I expected to hear a variety 
of opinions on the subject, I was 
excited to hear so many perspectives 
on the relationship between "IPs" 
and "ITs" - all leading to one con-
clusion: the relationship is critical to 
both professions. Maybe the room 
was packed with people who are 
already "drinking the kool-aid," but 
it was still energizing to see so many 
people who get it . 
This brings me to a question: 
Where do you stand in your relation-
ship with the IT professionals in 
your organization? Is it in the 
courtship state, with everyone trying 
to guess what the other side is think-
ing? Is it in the growth stage, where 
everyone's agendas are being played 
out to see who wins? Or is divorce 
already being tossed around as an 
option? My sense of humor notwith-
standing, we should all recognize 
the inherent value of creating a 
strong partnership with technology 
professionals in the workplace. 
Remember that a partnership is 
something that benefits all parties, 
not just one. That means you should 
seek benefits for you and your team, 
but you must come to the table pre-
pared to offer meaningful return on 
investment for those other people, 
too! Ultimately, your organization 
should be the big winner, and your 
role should be solidified. 
It appears that reaching out and 
building relationships - even when 
you think no relationship is possible 
- can produce stunning results. As 
you read through this issue, take 
note of the features and the tone set 
by them. Eileen Abels, Lily Griner, 
and Maggie Turqman talk about the 
importance of knowing users - really 
knowing them - to drive library 
usage at the University of Maryland. 
Consumers Union senior research 
analyst Bob Huerster shares his strat-
egy for reaching out to colleagues -
trivia quizzes! And Rebekah Cerame 
tells how she and her Northrop 
Grumman team started an effort to 
educate users on the value of infor-
mation services, and wound up 
learning a lot themselves. 
A new look for Information 
Outlook debuts with this issue. The 
changes are not drastic, but are 
intended to make the magazine more 
engaging. They include: 
• more emphasis on the word 
"Information" in the logo 
• slightly larger text type 
• increased use of authors ' photos 
and other graphic elements 
• new column/department headers, 
and a more open style for laying out 
feature articles. 
Along with the cosmetic changes, 
the new look includes two new regular 
departments. "Business Management" 
will address management-related 
issues, such as human resources, budg-
eting, and preparing RFPs. "Five Sites 
Worth a Click" will alert readers to new 
or interesting Web sites. Finally, 
Stephen Abram's long-time column, 
"Information Management," has been 
renamed "Information Tech." The new 
name not only is more descriptive of 
the column's content, it also empha-
sizes to readers and advertisers that 
technology is a major part of the mag-
azine's content. 
We hope you enjoy these enhance-
ments. Look for more in the future, 
as we work to make Information 
Outlook more enlightening, more 
entertaining, and pleasing to the eye. 
Janice R. Lachance 
Executive Director, SLA 
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click 
By Jill Strand, MUS 
James J. Hill Reference Library: 
Business Directory 
http ://www.jjhill .org/Research/business_ 
directory.asp 
An independent non-profit research 
organization founded in 1921, its purpose is 
to help patrons access the practical busi-
ness information they need to make sound 
business decisions. A staff of skilled busi-
ness information specialists regularly 
scours the Web and the Invisible Web to 
find the best business sites available. They 
are organized here under categories such as 
Industry Info, Company Info, Sales and 
Marketing, and more. Whether you are 
new to business research or a seasoned 
expert, this is an excellent resource - either 
to answer a question outside your area of 
expertise or just to see what new sources 
they've discovered. 
Designlntelligence 
http://www.di.net/ 
While this site may have more appeal to 
architecture and design firms, the monthly 
report from the Design Futures Council 
offers a huge collection of timely articles, 
original research, and news. According to 
the Council's Web site: "Issues contain the 
latest reports on financial management 
strategies, best practice case studies, and 
articles on fees, profitability, ownership 
transition, communications planning, 
strategic change, achieving competitive fit-
ness, and much more." They are careful to 
keep the focus independent of any one pro-
fession or organization and are now a reg-
ular source of information for such publica-
tions as Fortune, the Wall Street Journal, 
The Chicago Thbune and NPR's All Things 
Considered. 
Mannersmith 
http://www.mannersmith.com/ 
A close friend introduced me to 
Mannersmith, an etiquette consulting firm 
that creates and delivers seminars to clients 
continued on page 9 ••• 
news briefs -
National Archives To Work 
on Universal Electronic Records System 
Lockheed Martin and Harris Corp. 
have been awarded contracts to devel-
op a technological solution for pre-
serving National Archives electronic 
information. 
The contracts are valued at $20.1 
million. At the end of a one-year 
design competition, the National 
Archives will select one the contrac-
tors to build the Electronic Records 
Archives, a system that will capture 
electronic information, regardless of its 
format, save it permanently, and make 
it accessible on whatever hardware or 
software is currently in use. 
Over the life of the contract, it is 
potentially worth hundreds of millions 
of dollars with countless positive 
implications for individuals, private 
businesses, and government organiza-
tions alike. 
Awarding the contracts follows five 
years of research by the National 
Archives into the possibilities, 
approaches and requirements for the 
design and implementation of the 
archives of the future. The Archives 
evaluated each of the offers it received 
as to how well the company under-
stood both the mission and the partic-
ular challenges in the area of electron-
ic records. 
Lockheed Martin is headquartered 
in Bethesda, MD. The corporation 
employs about 130,000 people world-
wide and is principally engaged in the 
research, design, development, manu-
facture and integration of advanced 
technology systems, products and 
services. 
Harris Corp. is an international 
communications equipment company 
that provides product, system, and 
service solutions for commercial and 
government customers. The company 
serves markets for microwave, broad-
cast, secure tactical radio, and govern-
ment communications systems. Harris 
has more than 10,000 employees, 
including 5,000 engineers and scien-
tists, and is headquartered in 
Melbourne, Florida. 
Archivist of the United States 
John W. Carlin announced the 
awards. The resulting system, he 
said, "will make electronic informa-
tion available virtually anytime, any-
where. We are not just talking about 
the information contained in 
Government records. We will start 
with government records, but there is 
no end to where [it] can take us." 
The companies were asked: 
• To describe a solution in terms of 
an overall architecture which address-
es all of the National Archives require-
ments, and a design that shows the 
architecture can be implemented, and 
can evolve over time. 
• To demonstrate that they have the 
technical know-how to build the sys-
tem and the management capability to 
do it on time, according to specifica-
tions and within budget; 
• To show how they would help the 
Archives achieve its performance 
objectives 
The Lockheed Martin, Trans-porta-
tion and Security Solutions Division, 
firm-fixed price contract is valued at 
$9.5 million. The Harris Corp., 
Government Communications Systems 
Division, firm-fixed price contract 
value is worth $10.6 million. 
In developing the project, the 
Archives is responding to what it calls 
"the challenge posed by the diversity, 
complexity, and volume of electronic 
records being created today - and the 
rapidly changing nature of the systems 
that are used to create them." 
The electronic records archives will 
be a comprehensive, systematic, and 
dynamic means for preserving virtual-
ly any kind of electronic record, free 
from dependence on any specific hard-
ware or software. When operational, 
the new system is expected to make it 
easy for the public and government 
officials to find records they want, and 
easy for the National Archives to deliv-
er the records in formats people need. 
- - - - - - -- --- --- ---- --- --- ------- --- ----- - - -- - --- --- -
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U.S. Lags in Online Government 
A new study of global e-government shows that 21 
percent of government agencies around the world are 
offering online services, up from 16 percent in 2003, 12 
percent in 2002, and eight percent in 2001. 
The countries of Taiwan and Singapore now lead the 
United States and Canada in overall e-government per-
formance, researchers at Brown University report. 
The fourth annual survey conducted by Professor 
Darrell M. West of the Taubman Center for Public Policy 
at Brown and a team of researchers measured each coun-
try's on-line presence. 
The research evaluated government sites on two dozen 
different criteria, including the availability of publica-
tions, databases, disability access, privacy, security, and 
the number of online services. 
This year's study reviewed 1,935 government Web 
sites in 198 countries during June, July, and August. 
Among the sites analyzed are those of executive offices, 
legislative offices, judicial offices, Cabinet offices, and 
major agencies serving crucial functions of government, 
such as health, human services, taxation, education, inte-
rior, economic development, administration, natural 
resources, foreign affairs, foreign inveshne.nt, transporta-
tion, military, tourism, and business regulation. 
Researchers found that 89 percent of Web sites have 
online publications and 62 percent have links to databas-
es. Only 14 percent (up from 12 percent in 2003) show 
privacy policies and 8 percent present security policies 
(up from 6 percent in 2003). 
According to automated software provided by the com-
pany Watch(ire Inc., government Web sites also are lag-
ging on disability access. Only 14 percent of sites provide 
some form of disability access, such as assistance for the 
vision or hearing-impaired. That figure is unchanged 
since 2003. 
In addition to looking at particular features, 
researchers also rated countries for overall e-government 
performance. Using an assessment of _number of services 
plus access to information , disability access, pTivacy, 
security, and forei.gn language translation , each country is 
rated on a O to 100 point scale. The most highly ranked 
country is Taiwan, followed by Singapore, the United 
States, Canada, Monaco, China, and Australia. 
Correction 
Due to an editing error, a sentence in the article, "Second 
Site: Order from Chaos - Twice, " in the August issue of 
lnformatton Outlook was omitted. Al U,e end of the para-
graph discussing the library ar Thrget Corp., author 
Claudia Harbert wrote that Jill Strand, MUS, manager of 
the Property Development Library for Turget Corp., h-ad 
said that the library was using the GLAS program. The 
paragraph should have continued with the next sentence: 
"And now Strand's library is upgrading to EOS.Web, 
dream software!" 
Forensics and PDAs 
Digital handheld devices, 
such as personal digital assis-
tants (PDAs), are becoming 
more affordable and common-
place in the workplace. They 
provide highly mobile data stor-
age in addition to computation-
al and networking capabilities 
for managing appointments 
and contact information, 
reviewing documents, commu-
nicating via electronic mail, and 
performing other tasks. 
Users can store and process 
personal and sensitive informa-
tion independently of a desktop 
or notebook computer, and 
optionally synchronize the 
results at some later time. 
As digital technology 
evolves, the capabilities of these 
devices also continues to 
improve rapidly, taking advan-
tage of new forms of removable 
media, faster processors that 
news 
briefs 
consume less power, touch 
screens with higher pixel reso-
lution, and other components 
designed specifically for mobile 
devices. 
When handheld devices are 
involved in a crime or other 
incident, forensic examiners 
require tools that allow the 
proper retrieval and speedy 
examination of information 
present on the device. 
A new report from the 
National Institute of Standards 
and Technology gives an 
overview of current forensic 
software designed for acquisi-
tion, analysis, and reporting of 
data discovered on PDAs, and 
an understanding of their capa-
bilities and limitations. 
For details, see: http://csrc.nist. 
gov /publications/nistir/nistir-
7100-PDAForensics.pdf 
We Buy 
Used Books 
Powell's Technical Bookstore is always 
seeking quality technical, scientific, and 
academic titles. We offer cash or trade and 
can help you get the most for your books. 
• PHYSICS • CONSTRUCTION 
• MATHEMATICS • SKILLED TRADES 
• CHEMISTRY • OLDER EDITIONS 
• ENGINEERING • DUPLICATES 
• ELECTRONICS • SUPERCEDED TITLES 
POWELL'S 
TECHNICAL BOOKS 
33 NW Park, Portland, 0 R 97209 
503-228-3906 • 800-225-6911 
Fax: 503-228-0505 
ryan.thomas@powells.com 
powells. com/librarians 
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worth a 
click continued ... 
ranging from children to CEOs. My favorite 
part is Mannersmith Monthly, an email 
newsletter written by president and owner 
Jodi R. R. Smith. Not only do they offer 
great tips re: good manners, they can often 
be good reminders of what's important in 
life. Don't worry; it's not preachy or elitist 
- just interesting and fun! 
Fast Company: 
The Seven Sins of Deadly Meetings 
http://www.fastcompany.com/online/02/ 
meetings.html 
I heard about this in a time management 
class and have kept it bookmarked on my 
computer ever since. It has been especial-
ly helpful ever since my company instituted 
an initiative to keep meetings short (45 
minutes whenever possible) and more pro-
ductive. This list of sins and their respec-
tive salvations shows you how to get the 
most out of your meetings. Many are com-
mon sense, but a little refresher never hurt 
anyone. My favorite tip: Avoid distractions 
and digressions by having a "parking lot" 
for good ideas not related to the topic at 
hand but that you want to review later (in 
another meeting). 
Book Sense 
http://www.booksense.com/ 
For those who appreciate the expertise 
and personal attention offered by their local 
independent or specialty bookstore, this 
site is a wonderful respite from the usual 
blockbuster fare. Managed by the 
American Booksellers Association, it began 
with a bestseller list driven less by sales 
and more by bookseller recommendations. 
It now includes an e-commerce alternative. 
You can enter your zip code to find the 
Book Sense member store closest to you, 
shop online or browse the Book Sense Picks 
for new reading materials. You can even 
purchase a Book Sense gift card good at 
member stores across the country If you 
like to discover new titles and support 
smaller independent business, this site is 
worth exploring. 
Jill Strand is the corporate librarian in the 
Target Corp. property development library. 
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HighWire Press' Chinese Connection 
High Wire Press, Stanford 
University's electronic journal devel-
opment and hosting service, has 
recently opened a direct pipeline 
Internet connection with CERNET, 
the China Education and Research 
Network. 
Online content from all 361 
HighWire-hosted journals - contain-
ing over 1.8 million articles to date 
(more than 750,000 full text articles 
are freely available without subscrip-
tion) - are now fully accessible 
through a locally-hosted broadband 
New Medical Web Site 
connection authorized and supported 
by the Ministry of Education of the 
People's Republic of China. 
Because of this pathway to 
HighWire-hosted journals, readers 
affiliated with China's academic 
institutions are able to access journal 
content online without being 
charged for Internet traffic to "for-
eign" Web sites. 
For more information, see 
www.highwire.org. Readers outside 
the United States should see 
http://intl.highwire.org. 
The National Network of Libraries of Medicine (NN/LM) has established a 
new Web site, "Public Libraries and Community Partners: Working Together to 
Provide Health Information," http://nnlm.gov/libinfo/community. 
The site is intended to serve as a guide to encourage health information part-
nerships among public libraries, members of the NN/LM, and local health or com-
munity-based organizations. 
The site includes background information about consumer health as well as 
suggestions for providing health information services. There also are guides with 
extensive information for organizations that are interested in preparing health out-
reach projects in their local communities. 
Alliance To Create Center for Corporate Ethics 
The Rand Corp. and LRN have 
established a strategic alliance to cre-
ate the LRN-Rand Center for Corporate 
Ethics, Law and Governance to study 
ways businesses can best conduct 
operations ethically, legally and prof-
itably at the same time. 
The plans for the new center are 
in large part a response to ethics 
scandals that have rocked corporate 
American in recent years. The center 
will be part of the Rand Institute for 
Civil Justice. 
Los Angeles-based LRN is a 
provider of legal, compliance, ethics 
management and corporate gover-
nance services. 
"Rand and LRN were inspired to 
launch the initiative by the crisis in 
trust of corporate America and the 
subsequent regulatory response. 
These events have created the need 
for new research into how businesses 
should conduct themselves in a new 
environment," a press release said 
The organizations want the center 
will become the central national 
repository for objective, data-driven 
analysis of the interaction between 
organizational behavior, corporate 
culture, ethics and law. Research 
efforts will include topics such as: 
corporate governance; ethics and 
legal compliance; legislative business 
reforms including Sarbanes-Oxley; 
and government regulation including 
actions by the Securities and 
Exchange Commission. 
People from the business, legal 
and research communities are being 
recruited to serve on a board of advi-
sors of the new research center. 
For more information see 
www.rand.org/icj. 
You' re the Expert-
s ha re What You Know 
Here Are Information Outlook's Major Topics for 2005 
We're always looking for new authors for Information 
Outlook. That's one way we get new ideas, learn new ways of 
doing things. 
The editorial calendar below shows major topics we want 
to cover for each issue in 2005. 
Please note: The editorial calendar is only a starting point. 
We need more articles on more topics than we've listed below. 
If you want to write on a topic that isn't on the calendar, or 
on a topic that isn't listed for a particular issue, we want to 
hear from you. For example, articles on topics like marketing, 
searching, and technology will be welcome throughout the 
year. We want to hear all of your ideas for articles. 
Also, our descriptions of the topics may not fit your approach. 
If you have a different idea for a topic, let us know. 
January 
Corporate governance. How can information professionals 
help their organizations find the best information on boards of 
directors, executive pay, bonuses, and stock options? I 
Searching. Share some of your successes. How did you 
find that elusive bit of information that was so important to 
capture? 
February 
Marketing library services. A recent reader survey found 
that internal marketing is the most important topic we cover. 
Here's a chance to share your success stories, case studies, 
best practices. 
E-publishing. How do you use your organization 's intranet 
to help clients get the most out of the library? 
March 
Managing. Do you manage a library? Do you manage a 
staff? Here's a chance to let others know wha t has worked for 
you. Articles from solo librarians are especially welcome. 
April 
Competitive intelligence. How do librarians walk the line 
between providing important information about the competi-
tion and using unethical ways to get it? 
Content technology. What is most important for an infor-
mation management system? Ease of use? Indexing? 
Searching? What works best on a tight budget? 
SLA 
Connecting People 
and Information 
May 
Career/professional development. Here's a chance for 
more senior librarians to write about the paths they took in 
their careers and advise others on how to get to the top of the 
profession . 
June 
E-publishing. 
July 
Searching. 
August 
Global networking. How have you built your network of 
fellow professionals? How has it helped you succeed? 
E-publishing. 
September 
Knowledge management. In an information-based econo-
my, how is your organization getting the most out of all its 
intellectual capital? 
October 
Mar keting library services. 
November 
Trends in library design. Libraries are more than a collec-
tion of books and periodicals. How can design make a differ-
ence for your clients? Or, with increasing digitization of infor-
mation, are the days of physical libraries nearly through? 
E-publishing. 
December 
Purchasing. How do you get the best deal for your company's 
information needs? 
Deadlines 
In general, we need to receive completed articles six weeks 
prior to the month of publication: for example, October 15 for 
the December issue. 
I !owever, we pre(er th_at authors inqu"ire before submitting 
a manuscript. If you a re writing for a pa1ticu lar issue, your 
query should be early enough to allow for writing the article. 
For more informalloh on writing for Jn/01macion Ou.tlook, see 
http://www.sla.org/c ntenl/Shop/rnfollllalion/writingforio.cfm, 
or write jadams@sla .o rg . 
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management 
The Librarian as Entrepreneur 
By Debbie Schachter 
For some time, librarians have been 
encouraged to behave more like entre-
preneurs, to be seen as entrepreneurs 
within their larger organizations. How 
better to exhibit this behavior than to 
actively follow the principles of venture 
capital when seeking investment in 
your initiatives? 
But What Does This Mean? 
Business leaders need to be continu-
ally reminded of the value of libraries 
within their companies. When you, the 
librarian, seek funding for new initia-
tives, your library or information serv-
ice should be viewed in terms that busi-
ness leaders understand. By using the 
language of entrepreneurs, you can 
define your funding needs in terms of 
venture capital investment, putting a 
new perspective on the concept of the 
cost center or nonprofit organization. 
This is about building relationships 
and seeking business expertise when 
you need it. This is also about develop-
ing business plans and seeking seed 
money for new initiatives. 
What Is Venture Capital? 
Venture capital, also described as 
risk capital, is investment usually made 
at the start-up phase of a new enter-
prise, investment that projects a high 
return for its investors. Due to the 
nature of investing in entrepreneurial 
ventures, it's generally viewed as a 
high-risk, high-return proposition, 
based on a relatively short-term invest-
ment. From the perspective of the entre-
preneur, venture capital is also consid-
ered to be "smart money": venture cap-
italists are people who know how to 
grow an organization and can help you 
avoid common pitfalls along the way. 
Some questions you may ask your-
self about the possibilities of seeking 
investment in new initiatives include: 
• What are the opportunities for invest-
ment in your library? 
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Libra1y Business is a new monthly feature 
that will cove1 business and employment 
topics for managers, aspiring managers, 
and solo librarians. 
• Do you have a particular library proj-
ect in mind that requires niche or spe-
cialized expertise to sell it to your supe-
riors? 
• Do you need to bring on board influ-
ential individuals to sell your project to 
users? 
• Do you need assistance in determining 
the value of a new service or product to 
your organization? 
Answering these questions will help 
determine whether "investment lead-
ers" in your organization will be of 
value to you when planning to develop 
major new products or services. 
For example, you may wish to devel-
op a knowledge management system for 
your company. You will need invest-
ment in the way of money (capital) and 
buy-in (influence), plus expertise from 
key individuals in the organization. You 
will need to create a business plan for 
the project, which coincides with the ini-
tial stages of involving your venture cap-
italists. When developing a major initia-
tive, one that will change the library's 
influence within the larger organization, 
you will need to initially sell the plan to 
those with influence - your venture cap-
italists. Do this by developing the plan 
and seeking their early buy-in before 
taking the plan to senior management, 
or to those who have the authority to 
finance the project. 
Present your proposal to senior 
management as a formal business plan 
in which you are seeking approval to 
develop the organization-wide initia-
tive. Describe the new product or serv-
ice, the projected demand for it, and 
your expertise to carry it out. Within 
the business you plan you will include 
your in-house "venture capitalists." 
These are the early investors, invest-
ing by providing their influential sup-
port, non-library staff resources, or 
financial support in the plan. By hav-
ing your venture capitalists on board, 
you will have merged your good idea 
and your expertise with the expertise 
of these influential individuals in your 
organization, leading to a more posi-
tive reception. 
A Few Questions 
When seeking your vemure capital-
ists, you must consider their perspective 
in order to achieve your investment 
goals. Questions the venture capitalist 
might ask before investing include: 
• Is the product or service really need-
ed? Would it result in a significant 
improvement in the work of enough 
staff? Can it be provided at a reasonable 
cost to users? 
• Is there a good strategy in place to 
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cations, website management, and branch supervision. Schachter 
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achieve success? Has a good business 
plan been developed to implement that 
strategy? 
• Are the people proposing this initiative 
capable of making it successful?' 
These questions may seem obvious 
but they are the solid basis for the 
development of any good business plan. 
They call for you, the librarian, to do 
your due diligence regarding the need 
for the new product or service, identify-
ing how you intend to provide the serv-
ice and to whom, and determining 
whether you have the expertise to 
accomplish what you propose to do. 
Creating a business plan for the project 
is a necessity if you expect to obtain 
additional funding or expertise to assist 
you in getting it off the ground. 
You may be seeking multi-levels of 
investment. You may need to seek 
those who will be the first to "buy in" 
and, later, those who will buy in based 
on the additional expertise and clout 
that you have brought on board for 
your project. 
For the venture capitalist, the moti-
vation to invest in the initial stages of a 
project is that the projected payoff is 
greater for those who "buy in" early. 
For example, if you plan to charge users 
for a new service, you may need to pro-
vide this service for free, or at a reduced 
rate, for those who buy in at an early 
stage. The internal investors are your 
venture capitalists either by providing 
expertise or practical assistance in set-
ting up the new service, or by providing 
investment through internal funding to 
cover capital costs for the service. It is 
key to your plan to woo investors by 
giving your venture capitalist a benefit 
for providing you with early support. 
One significant pitfall to seeking ven-
ture capital is that it is possible to lose 
control of your initiative or decrease 
your sphere of influence. Venture capi-
talists are interested in good ideas and 
can sometimes exert undue influence 
once they are brought on board for early 
investment opportunities. Therefore, 
you must ensure that you are only seek-
ing investment and advisors when you 
truly need their assistance, not solely for 
political reasons. It is essential that you 
retain control over your library manage-
ment, including this new service or 
product, while still benefiting from the 
in vestment of particular expertise or 
seed money. 
The Exit Strategy 
The librarian knows best how to 
manage and provide information servic-
es to users over the long term. So how 
do you ensure that your venture capi-
talists won't try to control the new ini-
tiative in which you have involved 
them? One of the principles of venture 
capital demands that you must provide 
a planned exit for your early investors 
after the service/product goes live. 
By initiating the investment opportuni-
ty, ensure that you have devised your 
rules for investment, including clearly 
defining the benefits for the investor, 
and your plan for their entry and exit 
from your sphere of influence. 
If they assist you in creating a new 
system, ensure that you have a clear 
idea of the amount of time or specific 
area of advice that is required. 
Determine and agree upon when their 
involvement will be completed. This is 
all done as part of your development of 
the business plan. Be clear on what 
your expectations are for their involve-
ment, ensuring that you have buy-in 
through seeking funding and expertise 
solely for developing a well-planned 
project, not for taking control of library 
services. They and their staff will bene-
fit as ongoing users of the new service 
once it is up and running. 
With each initiative you plan, con-
sider when you need to use venture 
capital principles to make the service 
or product a success within your organ-
ization. By seeking new investors or 
champions within your organization, 
business 
management 
you will develop your internal invest-
ment opportunities and your own 
expert value. 
This involves thinking like an 
entrepreneur, making business plans, 
and selling your business case to 
internal investors. It also involves 
seeking specific assistance, whether 
that is through expertise or money, 
and devising the exit strategy for your 
investors. Using these principles will 
help you to be perceived as entrepre-
neurial and forward thinking by the 
business leaders in your organization. 
It will add to your value as the infor-
mation professional and library man-
ager, bringing your initiative and busi-
ness acumen to the forefront. 
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By Eileen Abels, Lily Griner, 
and Maggie Turqman 
Which information serv-
ices and resources should 
be offered and how should 
they be packaged and deliv-
ered? What technology 
should be integrated into 
library and information 
services? If you build it, 
will they come? 
Answering these and 
other questions about serv-
ice provision requires input 
from information users. 
Offering services "just 
because" or attempting to 
adopt a new technology or 
product into an organization 
is costly both in terms of 
the expense of the new 
technology or resource, and 
also in time spent designing 
or modifying the service or 
product, training, related 
expenditures for supplies 
and material, space, and 
marketing efforts. 
Whether in a library, 
information center, compet-
itive intelligence unit, or 
'f 
They Will 
if You Build 
What They Need 
market research center, 
understanding users' infor-
mation preferences and 
information behaviors and 
translating those prefer-
ences and needs into user-
centered services can save 
organizations money, 
enhance productivity, 
and quality of work. 
SLA emphasizes the 
importance of evidence-
based decision-making in 
both the Competencies for 
Information Professionals 
(www.sla.org/content/learn/ 
comp2003/index.cfm) and 
the SLA Research Statement. 
The SLA Research Statement 
defines evidence-based 
practice as "consciously and 
consistently making profes-
sional-level decisions that 
are based on the strongest 
evidence of what would 
work best for our clients." 
(www.sla.org/content/ 
resources/research/ 
rsrchstatement.cfm) . 
User feedback can be 
obtained using a variety of 
data-gathering options, 
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including anecdotal evi-
dence from conversations 
with users, usage statistics, 
document analysis, focus 
groups, and surveys. 
However, beginning with a 
review of existing research 
may save unnecessary data-
gathering efforts and will 
help target questions to 
pose to users. In their arti-
cle about evidence-based 
practice, Brice and Booth 
(2004) conclude that a 
review of published 
research will help save 
information professionals' 
time. The article describes a 
case study in which evi-
dence was used to better 
understand the information 
needs and information 
behaviors of a specific com-
munity. On the basis of this 
understanding, innovative 
solutions were sought and 
implemented . 
User involvement must 
begin early in the process 
to shape information serv-
ices offered. In his article 
"The Technological 
Challenges of Digital 
Reference, " Jeff Penka of 
OCLC warns information 
professionals to keep the 
user in mind, rather than 
the function: "It becomes 
critical for libraries to 
understand the current 
technological landscape and 
to have an articulate vision 
of the customers or patrons 
they intend to serve. 
Without this clarity, tech-
nology - rather than vision 
and needs - may end up 
driving change" 
(www.dlib.org/ dlib/febru-
ary03 / penka/ 02penka.html). 
The rest of this article 
describes a case study in 
which a survey was designed 
to gather data from clients 
and prospective clients for a 
specific community of infor-
mation-seekers to develop 
and modify services. 
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Understanding 
Your Users 
·= 
At the University of 
Maryland, College Park, a 
team formed in an effort to 
better serve the faculty and 
students at Robert H. Smith 
School of Business (RHS). 
The team included two 
business librarians, a facul-
ty member at the College of 
Information Studies (CLIS), 
and students at both CLIS 
and RHS. 
In the summer of 1998, 
RHS provided funding for the 
initial development of the 
Virtual Business Information 
Center (VBIC), a website that 
provides access to informa-
tion resources and services 
through a one-stop shop 
information portal. While 
VBIC has evolved over time, 
the overall intent was to 
guide users through busi-
ness research by providing 
access to commercial data-
bases, free authoritative 
websites, and pointers to 
valuable print resources 
arranged by topic. The "infor-
mation center" went beyond 
the notion of a digital library 
by emphasizing assistance 
and access to librarians and 
library services as well as to 
the collection. 
14 I inform ation outlook I October 2004 I vol. B, no. 10 
The concept of the VBIC 
was based initially on a 
review of the literature, 
which helped construct a 
picture of the information 
behavior of business school 
students. Bell (1998) noted 
that MBA students were 
"Web centric," using only 
Internet sources for busi-
ness research. Similarly, 
Morrison and Kim (1998) 
reported that business 
school students used free 
Web resources more than 
any other type of resource. 
In general , business school 
students wanted authorita-
tive information quickly 
and easily, preferably in an 
electronic format. 
Interaction with the RHS 
students substantiated the 
findings in the literature 
and added more insights. 
The business librarians at 
UMD noted that many busi-
ness school students came 
to the library or used library 
sources and services as a last 
resource, after spending 
hours on the Web and not 
finding what they needed. 
Part-time students reported 
difficulties accessing the 
UMD subscription databases. 
Several questions emerged 
about service delivery: 
• Would RHS students use a 
Web site developed by 
librarians over their pre-
ferred search engine? If so, 
what kind of support should 
be provided on the website 
and what kind of informa-
tion do they need? 
• Would RHS students consult 
a librarian via instant mes-
saging or "chat" utilities? 
In early February 2002, 
the business information 
team designed and admin-
istered an electronic survey 
to MBA students to learn 
more about the users . 
The survey consisted of 
23 questions divided into 
four parts: 
• Part 1. Seven questions 
about conducting business 
research. 
• Part 2. Eight questions 
about types of information 
used and means of accessing 
information. 
• Part 3. One open-ended 
question about ways librari-
ans have assisted or could 
assist in business research. 
• Part 4 . Six multiple-choice 
questions relating to demo-
graphics and logistics as 
well as one final open-ended 
question. 
We crafted all questions 
to solicit data useful for the 
development of information 
services offered to the busi-
ness school community. 
Particular attention was 
paid to VBIC and chat refer-
ence service. 
At the time, there were 
450 full-time and 663 part-
time MBA students. We sent 
group e-mails to all full-
time and part-time graduate 
students with a link to the 
survey. The survey was 
available for a two-week 
period; a reminder e-mail 
message was sent after one 
week. To enhance the 
response rate, we entered 
respondents into a drawing 
for small prizes. 
By the end of the survey 
period, we had received 243 
usable responses out of the 
possible 1163, giving a 
response rate of 21 percent, 
a respectable return for an 
electronic survey in a busi-
ness school. Interestingly, 
the sample represented a 
higher percentage of part-
time and first-year students. 
Many times, clients with a 
message are those who 
respond to surveys . The 
part-time students had diffi-
culties accessing the com-
mercial databases and said 
so in their comments. 
Incoming MBA students 
wanted to have a competi-
tive advantage by accessing 
valuable information 
resources. 
The survey results - par-
ticularly responses to the 
questions below - provided 
insight into actions to take 
to develop the VBIC and 
offer chat reference. 
Question 1: 
Would the RHS students 
use a Web site developed by 
librarians over their pre-
ferred search engine? If so , 
what kind of support 
should be provided on the 
Web site and what kind of 
information do they need? 
Findings 
• The majority of respon-
dents use a search engine to 
launch their business 
research. A small percentage 
used VBIC or search a sub-
scription database to begin 
their research and only 3 7 
percent of the respondents 
had used VBIC. Only 3 per-
cent said they consult a 
librarian to begin the 
research process; 24 percent 
of the respondents had not 
tried to access UMD databas-
es, and of those who had 
tried , 38 percent encoun-
tered difficulties. (See 
Figure 1.) 
• 52 percent of the respon-
dents agreed or strongly 
agreed that they would con-
sider using a website created 
by a librarian to launch their 
business research. 
• 67 percent of the respon-
dents conducted business 
research from home or 
work. 
• Nearly all of the respon-
dents needed company and 
industry information, with 
more than three-quarters of 
them needing financial 
information and statistical 
data . (See Figure 2.) 
Figure 1: 
How Do You Begin the Research Process? 
Search the Web using 
a search engine 
Percent (n=160) 
69% 
Use the Virtual Business ~ - 17% 
Information Center 
Search a favorite database 
available through subscription 
Consult a Librarian 
Figure 2 
Type of Information 
Company Information 
(n=227) 
10% 
3% 
Percent of 
Respondents 
96 
Industry Information _ ~ - 93 
(n=234) 
Financial Information 
(n=211) 
Statistical Data and 
Demographics (n=183) 
News 
(n=161) 
Product Information _ 
(n=154) 
General Business Information 
(accounting, management, 
etc.) (n=143) 
Rankings 
(n=121) 
Biographical Information 
( n=79) 
Other 
(n=30) 
87 
75 
66 
63 
59 
50 
33 
12 
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Figure 3: 
Means of Contacting the Librarian 
Might Use 
(n=161) 
Preference 
(n=161) 
Use a virtual 2 
· ---·-- 68% - - 1% 
reference desk 
Send an e-mail 
message 
65% 16% 
Talk in person at 
the business school 
46% - -13% 
Talk on the telephone - 47% ~ 10% 
Talk in person at _ ·- ·- 47% _ _ 7% 
the UMD Library 
Would not consult 
a librarian 
N/A ~ · -34% 
Figure 4: 
Type of Help 
Percent (n=160) 
Selecting resources 78% 
Using a database available 
through the library 78% 
Developing a search strategy - 61 % 
Figure 5: 
Preference for Delivery of Answer 
Learn how to find the 
information for themselves 
Receive the answer to 
the question 
Receive suggestions 
on resources 
Percent (n=157) 
55% 
22% 
22% 
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I Analysis 
The information use pro-
file of RHS students matches 
the goals of the VBIC. The 
respondents indicated a 
preference for remote access 
to resources . The types of 
information needed were 
already included in the 
VBIC's structure but other 
less-used information was 
also available. Respondents 
wanted assistance in data-
base selection and the 
development of search 
strategies. The use of UMD 
databases was not as wide-
spread as desired and the 
use of VBIC was low. It was 
apparent that problems in 
accessing UMD databases 
needed to be addressed. 
Actions 
The team decided to con-
tinue to develop the VBIC. 
The homepage was 
redesigned to emphasize 
the types of information 
needed and provide assis-
tance in database selection 
and search strategy devel-
opment. To help users find 
the information themselves 
once they select a database, 
we expanded instructions 
on how to use selected 
databases. We also devel -
oped a keyword index to 
databases in VBIC to help 
with resource selection. The 
business librarians began to 
introduce VBIC in class-
room instruction . Methods 
of overcoming remote 
access issues were explored 
with RHS and the libraries. 
Results 
VBIC obtained additional 
support from RHS and CLIS. 
An RHS faculty member 
joined the VBIC team and 
has promoted VBIC widely 
among students and faculty. 
Access to remote databases 
has improved through two 
campus initiatives. The 
libraries have implemented 
a new means of remote 
access to subscription data-
bases and RHS has devel-
oped a portal that provides J 
access to the VBIC and other 
applications. Usage and 
awareness of VBIC have 
increased greatly. In fall 
2003, a survey conducted by 
the information technology 
group at RHS found that the 
VBIC was considered to be 
the most important applica-
tion to which students need-
ed remote access. 
Question 2 
Would RHS students 
consult a librarian via chat? 
Findings 
• 40 percent of the respondents 
had consulted a librarian yet 
only 20 percent of the respon-
dents said they would seek 
assistance from a librarian in 
general. (n = 243) 
• 17 percent of respondents who 
had not consulted a librarian 
indicated that they would con-
sider consulting one. (n = 95) 
• IS percent of the respon-
dents tended to visit a librari-
an in person when conduct-
ing business research. 
• The respondents indicated a 
preference for electronic com-
munication with librarians, 
either via a virtual reference 
desk or e-mail. Some 42 per-
cent agreed or strongly agreed 
that they would consult a 
librarian via a virtual refer-
ence desk. (See Figure 3.) 
• Respondents preferred assis-
tance in selecting resources 
and in using databases but 
more than half of the respon-
dents also wanted assistance 
in developing a search strate-
gy. (See Figure 4.) 
• Respondents were most inter-
ested in learning how to find 
information for themselves. 
(See Figure 5.) 
Analysis 
While consultation of a 
librarian is not part of the 
general information-seeking 
behavior of this community, 
the results showed students 
were interested in a chat 
service. 
Actions 
VBIC now has a "Help" 
icon, with links to the UMD 
Libraries live chat service, 
which is staffed S days a 
week. When this service is 
not available, users are 
referred to e-mail reference. 
The VBIC Help page also 
provides contact informa-
tion for the two business 
librarians. 
Results 
The live chat and e-mail 
links from VBIC have gen-
erated more business ques-
tions from students. Prior to 
adding the links to the 
VBIC, the chat librarians 
reported no business-related 
questions. Between late 
2002 and mid-2003, 107 
business-related requests 
came through the chat serv-
ice. The chat librarians, 
who are not business spe-
cialists, requested assis-
tance in answering business 
questions, which Jed to 
training on the VBIC. 
If You Build It Based 
on User Needs, 
They Will Come 
The team at the 
University of Maryland 
sought feedback from users 
to help determine which 
services and products were 
most important from the 
users' perspective. This 
included the adoption of 
some new technology per-
ceived to be important to 
the user group. Responses 
to specifically targeted 
questions helped the team 
identify innovative ways of 
Eileen Abels 
Lily Griner 
Maggie Turgman 
offering access to key serv-
ices and resources. As 
expected, there was a 
strong indication that Web-
based research technology 
was preferred to all other 
means for information 
access and for contact with 
information professionals. 
In addition, there was a 
quantified response showing 
which types of information 
Eileen Abels 
(eabels@umd.edu) is 
associate professor at the 
College of Information 
Studies and 
Llly Griner 
(griner@umd.edu) is a 
business information spe-
cialist for reference/ 
instruction at McKeldin 
Library, both at University 
of Maryland, College Park. 
Maggie Turqman 
(MTurqman@ngs.org) is a 
senior librarian specializ-
ing in business intelligence 
at the National 
Geographic Society. 
students needed most, so 
emphasis could be placed 
on resource availability in 
such areas as company and 
industry research. The 
results supported the deci-
sion to focus on virtual 
solutions, including online 
assistance and Web-based 
tools like VBIC, and to 
expand chat and e-mail ref-
erence, which has shown 
corresponding growth. 
Thus, a focused attempt to 
gather user data helped the 
team to build a tool and 
services to which users 
would come. Cl 
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Some things you know you can rely on 
By Bob H uerster 
Who would think that a wide cross section of employees 
al Consumess Union - even the folks wbo test ref.rigeraLors 
- would be interested in car talk? The wide appeal of the 
daily Auto Alerl, an e-mail current awareness servic al 
CU, puts any doubts Lo rest - and makes the researchers 
more visible to staff. 
And a weekly trivia question gets the staff more 
involved with the information services department. 
The library at Consumers Union(CU) , nonprofit publisher 
of Consumer Reports, has evolved to reflect changes in the 
outside world. and better serve the organization . 'l\.vo name 
changes reflect this evolution: from Library, to Information 
Center, to Strategic Planning and Information Services 
(SPIS). I am the auto research analyst in the SPIS depart-
ment (a colleague is the analyst for auto aftermarket prod-
ucts such as Li res, batteries, and accessories). 
One tool SPIS uses to serve CU is alert services. (For a 
detailed discussion of alert servic · s at CU, including techni-
cal details, see Sandy Schlosser's presentation thal is refer-
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Bob Huerster is a senior research ana-
lyst at Consumers Union. This article 
reflects his opinions, not those of 
Consumers Union. Communications to 
the author should be addressed to 
huerro@consumer.org. He gives his 
thanks to colleague Cyndi Schoenbrun 
for suggesting that he write this article. 
enced at the end of this article.) The alerts keep 
departments and teams informed of the latest develop-
ments of interest to them. As the auto research analyst, 
I produce the Auto Alert, which summarizes the latest 
industry news in daily e-mails . If a subscriber on the 
staff wants the full text of an article, I e-mail it to him 
or her via Nexis. 
News about the auto industry is very diverse, but the 
principal topics I concentrate on are safety, including 
recalls; technical innovations; sales and marketing 
trends; online and print competitors; regulations (from 
the Federal Register, chiefly); and environmental aspects 
(including gas mileage standards). The Auto Alert is 
also used to inform the staff of new acquisitions, includ-
ing pertinent books and market research reports. News 
about relevant analysis and reports conducted by the 
SPIS staff is also disseminated through the Alert. 
Aside from serving as a current awareness service, 
the Alert acts as a research archive, both for me and the 
auto team. Past alerts are stored in a database that can 
be searched through an interface on the Auto Alert page 
on the SPIS intranet site. On the Alert page, CU staff can 
read the latest news; create daily, weekly, and monthly 
reports; and search the database. Visitors can do 
Boolean keyword searches and search past Alerts by 
date. In addition, this page includes a form that allows 
people to sign up for the Alert or take their name off the 
distribution list. 
A great deal of work goes into creating the content 
that goes into our publications. Our staff is dedicated to 
CU's mission: to test products, inform the public, and 
protect consumers. 
Once in a while, a little whimsy is a nice break 
from intense work on tight deadlines. Feeling the need 
for a little fun that wasn't too far afield from my regu-
lar duties, one Thursday in June 2003 I suggested put-
ting a trivia question in my Auto Alert. My manager, 
Kevin Manion, always open to new ideas and novel 
ways to serve our clients and market our services, 
readily agreed. 
When I sent out the quiz question, I invited recipi-
ents to e-mail their guesses to me. I put the answer in 
the next day's Alert. The question was difficult, and a 
would say that the gold-
en age of auto design occurred 
during the 1950s, that the tail fin was 
the epitome of 1950s styling, and that the 
1957 Chevy was the quintessence of this whimsi-
cal fad in design. What was the first American cai 
that featured tail fins, and what inspired the 
designers to come up with this idea? 
2/6/04 
A: Tailfins debuted on the 1948 Cadillac. 
Announcing 
SLA's Member-Get-A-Member Campaign 
You know the value of SLA 
membership. Share that 
experiencel Recruit a new SLA 
member through December, 
2004, and you could win a new 
Palm Tungsten handheld PDA 
or an SLA Annual Conference 
registration - all with the simple 
click of your mousel 
few people sent guesses, none of them correct. The 
next week I included a question that wasn't so arcane, 
and four people guessed the answer. I listed their 
names with the correct answer in the next day's Alert. 
Later, after the quiz proved popular, Kevin told me that 
he was skeptical at first, but recognized that the quiz 
was a hit with my clients. 
I include a trivia question in the Auto Alert at the 
end of each week, usually on Thursday. The answer is 
included in the next day's Alert, along with names of 
the staffers who answered the question correctly. 
Questions are selected to appeal to a broad audience, 
including those with interests in engineering, advertising, 
the environment, pop culture, government regulation, and 
auto safety. I picked the end of the week to send the 
question out because I wanted readers to associate the 
quiz with the approaching weekend, a time that most 
people look forward to with anticipation. 
Writing good questions is an art. They can't be too 
hard or too easy. I learned the art of composing popu-
lar questions through trial and error. I try to include 
some interesting trivia along with the question to make 
it informative as well as entertaining. I also try to 
make the questions relevant to auto articles currently 
in process, although this can be difficult to do. I make 
every effort to ensure the accuracy of information in 
the quizzes and I always keep a record of the sources I 
use to compose them. I was challenged on the accuracy 
of an answer once, but the person who questioned me 
contacted me again the next day to say that he did 
some research on his own at home and discovered that 
I was indeed correct. 
Inspiration for the questions comes from many 
sources. Once I saw a new Nissan 350Z on the high-
way with a vanity plate that inspired a popular ques-
tion about the evolution of the Datsun/Nissan "Z" 
cars. Sometimes I discover interesting facts in the 
course of answering auto-related research questions, 
and then get more mileage out of them by using them 
as quiz sources. I based a popular question on some 
information I found in the 2003 edition of Ward 's 
Automotive Yearbook, about the location of auto man-
ufacturing plants around the U.S. 
The trivia quiz has many benefits besides provid-
ing some entertainment. It brings people to the Auto 
Alert. Several people have told me that they look for-
ward to it. It also makes the Alert interactive and 
builds a sense of community. A core group of partici-
pants send in guesses each week, with a smattering of 
new people who send in a guess intermittently. 
I also occasionally include background about those 
participants who have answered the quiz correctly, 
thus highlighting information that is of interest, and 
possible use, to other staff at CU, and adding a 
human element to an electronic service. 
Datsun/Nissan "2" 
cars, which generation 
is the current incarnation, 
the 3502: Second, Third, 
Fourth, Fifth, Sixth, or Seventh? 
6/25/04 
A: The Nissan 3502, introduced in 2003, is 
the fifth generation of Datsun/Nissan "2" cars, 
which started with the 1970 2402. 
4/ 22/04 Q: In the early 1960s the 
European Economic 
Community angered the U.S. 
by imposing an import tax 
on a product the U.S. was 
exporting to Western 
Europe. The U.S. retaliated 
by imposing a 25% tax on 
imported light trucks, even 
though the product the EEC 
imposed the tax on had 
nothing to do with trucks or 
autos. What was the product 
on which the EEC imposed 
the import tax? {The U.S. 
tariff, which still stands, is 
named after this product.) " 
4/23/ 04 A: In the early sixties the 
EEC imposed steep import 
taxes on frozen chickens 
imported from the U.S. The 
U.S. retaHated by imposing a 
25% tariff on imported light 
trucks. This tariff, known as 
the "chicken tax," still 
stands, though the govern-
ment has made some excep-
tions. Automotive News, 
4/19/ 04, and Keith Bradsher, 
High and Mighty (Public 
Affairs) , 2002, p. 11-13 
For example, one question dealt with a past con-
troversy surrounding the Audi 5000-S. In the mid-
l 980s it was alleged that this car was prone to 
accelerate by itself due to a defect in the automatic 
transmission. The National Highway Traffic Safety 
Administration investigated the car and cleared it, 
concluding that the unintended acceleration was due 
to driver "pedal misapplication" (Automotive News, 
4/24/96). 
An engineer who participates in the quiz regular-
ly answered the question and added that this case 
sparked his interest in human factors when he was 
in college. He was so interested in the case that he 
read the entire NHTSA report on microfilm in a 
library. With the engineer's permission, I shared this 
anecdote in the Auto Alert when I sent the answer 
out the next day. 
We know the Auto Alert is popular because we 
use Web Trends software to track hits to the Auto 
Alert page on the SPIS intranet site. The number of 
participants in the trivia quiz is another measure of 
the Alert's popularity. Since I include the names of 
staff members who answered the question correctly 
when I send out the answer, all the staff members 
who read the alert see that the quiz is popular with 
staff members from a cross section of CU. 
If the quiz weren't popular, I wouldn't feel justified 
in spending time on it. As it is, I usually compose 
the questions outside the office, on my own time. 
For me, it is a labor of love. I have always loved 
cars; I had two before I was old enough to drive (I 
tinkered with them in the driveway): a 1955 Buick 
Roadmaster and an Austin America (from the mid-
l 960s - this car resembled the new BMW Mini 
Cooper). A 1963 Corvair convertible was among my 
many other cars. 
I was lucky to be able to create a quiz in a sub-
ject area that has such broad appeal. It's been said 
that Americans have a love affair with the automo-
bile. Some topics might generate enough enthusiasm 
to launch a popular trivia quiz in another setting 
and subject area. Investment bankers, chemists, or 
accountants who love what they do might be 
enthusiastic about questions pertaining to their 
areas of expertise. " 
Reference 
Schlosser, Sandy. "E-Mail Alert Services and the 
Intranet." In 16th Annual Computers in Libraries 
2001: collected presentations , Washington, DC, March 
14-16, 2001. Medford, N.J., Information Today, Inc., 
2001, pp. 222-233. 
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Educate Your Clients 
Teach Them How to 
Use Your Services 
Information Research Center 
staff are making the IRC well 
known to other employees. 
From left are IRC Manager 
Melissa Elliott; Information 
Research Specialists 
Rebekah Cerame, Claire 
Conklin, and Linda Stinson; 
and Technical Information 
Specialist Cindy Gray. 
By Rebekah Cerame are targeting our previously 
untapped users. These semi-
"And knowing is half the nars and orientations serve 
battle!" This slogan from the to educate our employees on 
old G.I. Joe cartoon comes to how our resources can help 
mind when describing the them complete their work in 
current marketing challenge a more effective and produc-
at our Information Research tive manner. These seminars 
Center (IRC). give us a brief forum to 
Employees cannot use the remind employees that we 
resources and services we are here to help solve their 
offer unless they know about information problems. 
them. The critical issue is 
determining how to commu- ~ ~,t '. H , Vi/ r.· ,, r ~ 
nicate to busy employees The IRC in Baltimore, 
that these services are avail- Maryland, is one of 17 busi-
able and how they can help ness/ technical libraries 
to improve the efficiency of within Northrop Grumman 
their work. In recent months Corporation. Northrop 
we began a new marketing Grumman is a defense con-
campaign through the use of tractor that operates in seven 
training seminars and new different business sectors: 
employee orientations that Electronic Systems, Newport 
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News, Ship Systems, 
Information Technology, 
Integrated Systems, Mission 
Systems, and Space Technology. 
The corporation has 17 libraries 
with 30 staff members. 
While there is no central 
circulation system, our 
libraries are connected 
through several joint vendor 
contracts and a community 
of practice listserv that serves 
as a tool for knowledge man-
agement and a way to share 
resources. 
Our IRC is a part of the 
Electronic Systems (ES) 
sector. Northrop Grumman 
employs approximately 
123,000 individuals world-
wide, with 23,500 of these 
employees working in the ES 
sector. The ES sector has 
seven libraries with four solo 
---
librarians. The IRC has a 
staff of five. Our clientele is 
diverse; their needs vary 
greatly. We are a technical, 
military, and business 
library. We assist engineers 
with a variety of scientific, 
industrial, and mechanical 
application problems. We 
help the Intellectual Property 
Department research the via-
bility of new patent ideas. 
Our Analysis and Business 
Planning Department relies 
on us for market research to 
assist with strategic plan-
ning. We also regularly field 
general ready reference ques-
tions. The diversity of our 
patrons' needs creates a diffi-
cult marketing problem. How 
do we effectively communi-
cate our services to all of 
these groups? 
Marketing the IRC 
Marketing our services to 
the Business, Human 
Resources and the Marketing 
Department needs a different 
tactic than efforts designed to 
reach engineers and techni-
cal personnel. Groups inter-
ested in Forecast Inter-
national or Jane's.com often 
have little in common with 
other groups using IEEE 
Xplore and Compendex. We 
are often seen as "the place 
where all the books are." 
Our goal is to change this 
perception. The challenge is 
to demonstrate to these indi-
viduals the relevance of our 
services in relationship to 
their work. 
In the past, the IRC has 
relied on traditional or mini-
mal marketing to communi-
cate services to employees. 
The IRC has a website that 
is part of the company's 
intranet. It contains informa-
tion about our resources, 
services, and policies; pro-
vides access to the library's 
catalog; and the various 
research databases. The IRC 
generates a pamphlet that is 
given to employees on their 
first day. For the past two 
years, the IRC has sponsored 
vendor visits during National 
Library Week and provided 
library-related grab bags for 
Bring Your Child to Work 
Day. The IRC has also offered 
the occasional book fair 
showcasing our book ven-
dors. 
Over the past year, we 
have worked to develop new 
marketing initiatives that 
will increase our visibility 
within the company. 
,·J,.n,vsletter 
The monthly newsletter, 
"At Your IRC," includes fea-
tures on new books and elec-
tronic resources, specific 
library services, upcoming 
training events and useful 
websites. This newsletter is 
! i ~l • t l't! j 
How Did You Hear/Learn About This Seminar? 
IEEE Explore Seminar 
6% 
• Company Newsletter 
56% 
• IRC Newsletter 
Company Intranet 
Cl Other 
Jane's.com Seminar 
9% 
distributed via e-mail to all 
ES employees in Maryland. 
Paper copies are also avail-
able in the IRC. While a 
library newsletter is not a 
new marketing idea, our 
effort to get it widely distrib-
uted has improved our abili-
ty to inform employees that, 
"Hey, we're here!" 
Our next step was to 
develop a method for reach-
ing out to individual groups 
and departments. We decided 
to take advantage of the free 
training offered by our vari-
ous database vendors. Last 
May we offered our first 
training seminar featuring 
the IEEE Xplore database, 
which is a favorite of our 
electrical and electronic engi-
neers. IEEE sent a trainer 
• Company Newsletter 
52% 
• IRC Newsletter 
C Company Intranet 
Cl Other 
who taught a 60 minute 
seminar focused on how to 
more effectively search this 
database. We advertised this 
seminar in three ways: (1) an 
article about it was featured 
in our monthly newsletter, 
(2) we advertised in the 
company weekly newsletter, 
and (3) an advertisement 
was placed on the company 
intranet. Our second seminar 
was offered in June, featur-
ing Jane's.com, a defense 
information news service. 
This seminar was advertised 
in the same way. 
We followed both semi-
nars with a feedback survey 
in an effort to measure their 
effectiveness. Roughly SO 
percent of the seminars' 
attendees completed the sur-
vey. The most important part 
of this short survey asked for 
information such as where 
they heard about the semi-
nar, why they came, were 
they satisfied, would they 
recommend it to a friend, 
what was most beneficial, 
and what they liked the 
least. We also asked them to 
identify what department 
they worked for. This helped 
us to identify various user 
groups for particular databas-
es. The survey was made 
available on the IRC website 
as a Web form. 
Overall, our results were 
extremely positive. They not 
only demonstrated how well 
the individual seminar was 
received, but they also 
served to inform us about 
particular aspects of the sem-
inars that needed to be 
tweaked or changed. Several 
individuals requested other 
types of seminars on topics 
that we might not have con-
sidered. For example, one 
person asked for a general 
research class on "How to do 
electronic searches for data 
[online]?" Due to the techni-
cal abilities of a majority of 
our user population, this is a 
need that we might have 
overlooked. Another person 
suggested that we make the 
trainers' presentations avail-
able on our website. This 
suggestion led us to add an 
entirely new section to the 
website devoted to past and 
upcoming training/learning 
seminars. 
However, advertising 
these seminars was challeng-
ing. For both seminars a 
majority of the respondents 
indicated that they heard 
about the seminar through 
the company's newsletter. 
(See Figure 1.) The compa-
ny's intranet and the IRC 
Newsletter were also effec-
tive tools for advertising 
upcoming seminars. This 
highlights the importance of 
utilizing and aligning your 
practices with those of the 
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I RC Old Logo 
·1 LI 
company. In our case, we 
were able to capitalize on the 
distribution of the weekly 
company newsletter via e-
mail and paper format. Based 
on the results of the IEEE 
seminar feedback, we decid-
ed to take our event advertis-
ing a step further for the 
Jane's seminar. Personal 
invitations were extended to 
various work groups that 
were identified as key users 
of the Jane's database. The 
success of these invitations is 
demonstrated in the 18 per-
cent "Other" response to the 
Jane's seminar first survey 
question. (See figure 1) 
already full schedule of 
presentations. An IRC 
staff member gave a 
quick 10- to 15-minute 
presentation about our 
services and resources. 
IRC New Logo 
After our first presen-
tation, the HR training 
coordinator was 
---------
r 
1nfarm<1lion Researdl Center 
-A majority of respondents 
(IEEE 81 percent, Jane's 62 
percent) indicated that they 
attended the seminar due to 
general interest rather than a 
specific question about the 
seminar. When asked if the 
seminar fulfilled their reason 
for attending, a majority 
(IEEE 94%, Jane's 84%) 
answered in the affirmative. 
Overall , the responses were 
very positive and any nega-
tive feedback received related 
primarily to seminar times 
and logistics. The feedback 
survey proved to be an excel-
lent tool to gauge the respons-
es of our patrons and a vehicle 
by which they can communi-
cate their needs to us. 
thrilled. "I had no idea 
.._____ --- ~ 
Our most recent marketing 
effort is our inclusion in a 
key human resource activi-
ties, our company's new 
employee orientations. Along 
with having a Day One ori-
entation for new employees, 
our company also follows 
this with a second orienta-
tion that occurs six to eight 
weeks after an employee is 
hired. This second orienta-
tion is where many of the 
company's support services, 
appraisal policies, and merit 
programs are discussed. With 
support from HR, we were 
allowed a trial spot in this 
the IRC provided so 
many useful services. We 
should have included you in 
this a long time ago," she 
said. (The following week 
the coordinator began send-
ing us research requests.) 
We have found that our 
inclusion in this orientation 
is a very effective way to 
reach new employees. After a 
few weeks with the compa-
ny, it is easier for them to 
understand how our 
resources and services can 
assist them with their work. 
And more important, the 
new employees are going 
back to their work areas 
sharing information about us 
with those staff members 
who have been here for 
years that we have been 
unable to reach. They are 
discovering not only that we 
are here, but also that we 
can make a portion of their 
professional life easier. 
All of these initiatives 
have brought the IRC greater 
visibility within the organi-
zation and served to educate 
staff members about our 
services. It is hard to quanti-
fy the outcomes of our mar-
keting but it is easy to see its 
effects. Through the feedback 
surveys, new employee ori-
entations and conversations 
with individual patrons, it is 
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obvious that they have 
become aware that there is 
more to the IRC than just the 
place where you can get 
books. They are beginning to 
understand that we are adept 
users of their favorite 
research databases and that 
they can enlist our help with 
their research. 
We are happy with the suc-
cess of our current efforts, but 
also realize that we have a 
long way to go. Many aspects 
of our Information Center need 
to be updated and revised. Two 
areas we are currently address-
ing are our intranet website 
and our brand. 
Our previous logo was 
generic, disproportioned, and 
did not really communicate 
much about what we do. 
(See Figure 2.) Linda 
Stinson, one of our informa-
tion research specialists, cre-
ated a new logo in order to 
communicate a new image 
for the IRC. Unlike our previ-
ous logo, this one has a clear 
and precise message: "We are 
making waves." This new 
brand pushes out the idea 
we are changing along with 
our company, which is grow-
ing and changing. 
In order for our market-
ing campaign to continue to 
be successful, we have to 
continue to listen to our 
users and make sure that we 
are providing the services 
they need. A perfect example 
of this is the IRC's website -
it is not user friendly. It is 
hard to navigate and not 
intuitive when trying to 
locate information. We are 
designing a new website that 
will promote the IRC and 
make it easier for patrons to 
access the resources we have. 
Some new features include a 
section on upcoming training 
and seminars, a new internal 
Northrop Grumman 
Electronic Systems products 
database, and updated 
research request forms. 
• r:n. lv.ion 
The IRC is a special 
library that has a variety of 
specialized user groups with 
vastly different content and 
research needs. The continual 
challenge facing our 
Information Center is letting 
our diverse user groups know 
we are here to help meet 
their information needs. Our 
most important tool for meet-
ing these needs is listening to 
our patrons and implement-
ing their feedback. We start-
ed this journey with the idea 
that "knowing is half the bat-
tle" and we needed the 
employees to know about us. 
We learned that we also need 
to continually get to know 
our patrons and not to 
assume that we do. 
Rebekah Cerame received 
an MLS from the University 
of Maryland, College Park, in 
December 2003 and a BA in 
history from Hiram College in 
1999. She taught history and 
civics in the Baltimore area 
for three years. In graduate 
school, she worked as a 
graduate assistant and also 
as a part-time librarian for 
Pasternak and Fidis, P.C., 
in Bethesda, Maryland. 
She has been with Northrop 
Grumman since March 2004. 
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Marketing Without 
Much Money 
You Don 1t Need Big Bucks To Get the Word Out. 
Here Are (More Than) a Few Ideas 
By Judith Siess 
"The overriding goal of marketing is to 
assure that the library will remain as an 
information center within the commu-
nity." (Leerburger 1989, 8) 
If no one knows about your library 
and how it can help its community 
meet its goals, it will not - and should 
not - continue to exist. It's that simple. 
Leerburger's statement sums this up 
nicely; let's look at it in more detail: 
• "The overriding goal" - Marketing is 
the most important thing a librarian can 
do-in order to stay employed. 
• "Marketing" - Marketing is not just 
selling; it is having a plan to communi-
cate to your community the value of 
using the library. 
• "The library will remain as an infor-
mation center" - I don't mean merely 
that the library remain a physical place. 
Its function and its staff (you, the 
librarian or information professional) 
continue to exist in the organization. 
• "The community?" - This your cus-
tomers - students and faculty of a uni-
versity, employees of a corporation or 
non-profit organization, doctors and 
nurses and patients in a hospital, 
lawyers and others in a law firm, or 
wherever you find yourself. 
Why do you have to market? These 
days, the library is not the first place 
people choose to look for information. 
Your customers have many other choic-
es, from bookstores to document deliv-
ery services. Even if an organization 
wants a library, it may not know that it 
needs a librarian - a trained informa-
tion professional. It's your job to show 
them how you can add value, why a 
secretary or clerk could not do your job. 
But that is really not why I'm writing 
this article. 
It's Up to You 
There is only one person that can do 
this marketing - you, the librarian. No 
one else will do it for you. You know 
your library better than anyone else. 
You know - or should know - your 
organization and customers better than 
an outsider possibly could. Finally, no 
one has more to gain with marketing or 
more to lose without it. 
When should you market? The answer 
to this is easy - always. Every encounter 
with a customer or a prospective cus-
tomer is a marketing opportunity. Before 
you can market your library and yourself, 
you need to decide what your real prod-
uct is. It is not books or journals, or even 
document delivery or quick reference or 
online searches or bibliographies. It is not 
even information. Your real products are 
answers to your customers' questions, 
solutions to their problems. 
Marketing is not hard. And it doesn't 
require a lot of money or time. It just 
takes organization and some good 
ideas. You 'll have to do the organizing, 
but here are a lot of good ideas. Not all 
will work in your particular library, but 
you should be able to use at least a few. 
Start a Newsletter 
Every library should have a newslet-
ter. Producing one is 
relatively easy and 
inexpensive, especially 
if you make it an elec-
Judith Siess is the editor and publisher of The One-Person 
Library: A Newsletter for Librarians and Management and the 
author of four books. The most recent, The Visible Librarian: 
Asserting Your Value through Marketing and Advocacy (ALA 
Books, 2003), has even more marketing ideas. 
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tronic newsletter. It should appear on a 
regular, predictable basis, idea lly 
monthly, but at least quarlerl y. Don't 
start a newsletter unless you or the 
library can commit to continue it and 
you can meet the added service 
demands that the marketing may pro-
duce. Keep it simple and easy to read. 
There should be a mix of long and 
short articles, but the whole thing 
should be no more than a couple of 
pages. You may want to consider hav-
ing multiple newsletters, each aimed at 
a different target market. 
What should you include in a 
newsletter? Tell your customers about 
new services or products; feature under-
utilized services; list recent acquisitions 
(books, journals, even standards or pic-
tures); write a short report about a con-
ference or continuing education session 
you a ttended: include excerpts from 
articl · S b y you in profess ional journals; 
or publish testi monials from atisfi ed 
customers. 
In short, your newsletter can contain 
anything tl1.at will help promote to 
users and potential use.rs the jdea that 
the library can help them. A good col-
umn idea is to feature sample questions 
answered recently. This can encourage 
others to come in and let you help 
them. Funny stories, jokes, puzzles, or 
cartoons (remember to observe copy-
right rules) are a good addition, but 
they should make up a relatively small 
part of the whole. 
You also should have other forms of 
publicity. When you find an article that 
is on target for one of yow- customers 
(especial ly a manager), send it to him 
or her with a persona l note such as, "I 
saw this article and thought it might 
help you with the XYZ project." 
Exhibits and displays such as bul-
letin boards are inexpensive and help 
make you a part of the community. Try 
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a "wall of fame " with testimonial letters 
from satisfied customers, a "prescrip-
tion" pad for physicians with a referral 
to the library for more information, or a 
list of the top 10 websites in your cus-
tomers' subject area. 
Here are more ideas from fellow 
librarians: 
• Run a contest . Provide database or Web 
• cheat sheets" or guides. Make a library 
crossword puzzle or list of library trivia. 
• Create paths made up of different types 
of feet leading patrons to different parts 
of the collection. 
• Honor employees of the organization 
who have written books or articles or 
who have received awards. 
• Have a cookie day. Give home-made 
cookies to customers who request a 
search or receive a demonstration of a 
product or service. 
• One law librarian held a research treas-
ure hunt, including questions on legal 
rights, privileges, and obligations people 
obtain upon turning 18, and the rights of 
minors. It also included some fun ques-
tions they could look for online, such as 
the driver's license record for their moth-
er or father, an article about their 
favorite hobby or a subject they are 
studying in school, or biographical infor-
mation on their celebrity. 
If you aren 't a talented artist or com-
pu.ter graphics whiz, trade your skills 
for those of others. For instance, ofJer a 
free search to a graphic artist in 
exchange for creating some graphics for 
your campaign or offer a free library 
card to a printer who will run your fly-
ers for free. 
Many library associations (local and 
national) have ideas and even clip art 
that you can use. Don't forget to check 
with the professional associations of 
your customers for ideas. 
Here are some other creative and 
inexpensive ideas: 
• Place.mats for the cafeteria with your 
marketing logo and message on them. 
Perhaps a crossword puzzle for people to 
work while they eat with the message 
"Stuck for an answer? The library can 
help." 
• Go beyond pencils, sticky notes, and 
note pads: try nontraditional handouts 
such as database "cheat sheets." To pub-
licize my company, I purchased magnets 
in the shape of a "l" (for The One-Person 
Library) and use them like business 
cards. Put posters with your message at 
the circulation desk, the information 
desk, on the doors of the library, at the 
ends of the stacks - anywhere your cus-
tomers might look. 
Open Your "House" 
The open bouse can be powerful 
marketing tool. Here are some sugges-
tions for holding one without a lot of 
hassle and cost. 
Food is possibly the most important 
part of holding an open house; you 
must have food. In most organizations 
the quality of the food is not as impor-
tant as the quantity. I have found that 
chocolate is always appropriate, espe-
cially in the form of chocolate chip 
cookies. Homemade ones are nice, but 
not necessary. Store-bought ones, in 
large quantities, are quite satisfactory. 
Pizza also is a wonderful draw. 
Aht10ug h you don' l need a:n excuse 
to hold an open house or other form of 
party, the ca lendar provides many good 
occas ions to promote your library. It is 
best to hold your open house during a 
week or month that focuses on your 
customers. Since I worked with engi-
neers, I always held my open house 
during National Engineers Week. A hos-
pita l library might bave its open house 
during Medi cal Library Month 
(October) . But it i even better to have 
one open house for doctors during 
Doctors Week, one for nurses during 
Nurses Week, one for lab personnel 
during Laboratory Technicians Month, 
and so on. The objective is to put the 
spotlight where it belongs - on your 
customers, not on the library. 
It is essential to make sure that 
everyone in the orga nization knows 
about your open house. Feature iL in 
your Lib rary newsletter. Wtite artic.les 
fo r the institution's in-house magazine 
or newspaper. Place posters on bulletin 
boards, in the cafeteria, near the rest 
rooms, or by the water cooler. Send 
announcements or invitations to those 
people you especially want to attend, 
such as upper management, trustees, or 
local officials. Ask one of them to say a 
few words or cut a ribbon to open your 
celebration. You could also present 
them with an award or a small present. 
(Be sure to write them a thank-you note 
after the event.) If you get a commit-
ment from one of the "bigwigs," be sure 
to publicize it. Middle managers will 
attend if they know their boss will be 
there, and the rank-and-file will come if 
their bosses do. 
Everyone likes to pick up things to 
take home. Make sure you have enough 
"takeaways" for everyone. With a little 
thought you can come up with some-
thing a bit more memorable than the 
usual pens and notepads. Make sure the 
library's name, address, phone and fax 
numbers, e-mail address, and URL 
appear on all takeaways. Use the color 
scheme, mascot or slogan you've cho-
sen to unify your products. 
For one open house I gave everyone 
a sticker saying, "I visited my library 
today." When the customers returned to 
0-471-27053-9 • 5 Volumes 
Cloth • 4,950 pp. • January 2005 
Special Introductory Offer: 
their desks, others nearby could see the 
sticker and were reminded of the open 
house. This proved to be one of my 
most successful publicity tools. 
Place a guest book or register near 
the entrance of the library. Leave room 
for attendees to put their names, depart-
ments, and any comments they may 
have. This will give you a record of 
who attended so you can follow up 
after the event. 
And here's an idea that costs noth-
ing: Get out of the office! Whenever 
you can, deliver items to customers in 
person rather than by interoffice mail or 
post. This gives you the chance to ask 
the customer, "Is this what you wanted? 
Is there anything else I can do for you?" 
Visit a department you haven't been to 
in a while, you know little about, or in 
which you have few customers. 
Also free are personal recommenda-
tions, testimonials, or word of mouth. 
These are very powerful. Make sure the 
library is included in new employee ori-
entation or at least in the materials 
given to new employees. At a mini-
mum, each new employee should have 
the library's URL, location, hours, 
phone number, and e-mail address. Get 
a list of new employees and send them 
a welcome e-mail or information pack-
et. You could even include a coupon for 
a candy bar or cookie, redeemable 
when the employee takes a library ori-
entation tour. For your customers in 
remote locations, create a virtual library 
tour on the company intranet so they 
will feel a part of the organization. 
"But above all, marketing is doing 
things. You can read all the books in the 
world, but if you don't put the advice 
into practice, nothing will happen." 
(Coote and Batchelor 1997, 1) You are 
limited only by your imagination and 
have nothing to lose except your job - if 
you don't market. So, get to it! 
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By Cybele Elaine Werts 
A few years ago I was minding my 
own business as a graphic designer 
when I heard that a colleague from a 
nearby office was taking surgery 
leave. I was only working part-time, 
so they asked me to fill in for a few 
months. I was appalled. An informa-
tion specialist? Some kind of high-
tech librarian? How boring is that! 
Could I stand being mired in piles 
of decaying articles and moldy books 
for months? Maybe not, but money is 
honey, and a week later I morphed 
into the official information specialist 
for the Northeast Regional Resource 
Center (NERRC). 
Did I have a clue about what 
being an information specialist 
entailed? No, I did not. Did I know 
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How I Stopped Worrying 
and Started Loving My Job 
one single thing about special educa-
tion? No, I did not. Was I completely 
overwhelmed and freaked out? You bet 
I was. Fortunately, I have several gifts 
that saved the day. I am obsessively 
organized (or so my colleagues tell 
me), I am detail ori-
ented, and, finally, I 
have a passion for 
information dissem-
ination. By that I 
mean that I love 
sharing information 
in a concise and 
accessible format. 
For the first six 
months my boss 
simply told me 
what to do, step by 
step, and I did it. It 
turned out to be not 
really so bad. I found the consistency 
relaxing and sometimes, dare I say it, 
even fun. There is a certain gentle 
cadence to this work that can be an 
oasis in an otherwise chaotic life. 
During this time I also started 
working with a career counselor 
because the funding for my graphic 
design position was almost gone. I 
took the Myers-Briggs Personality 
Type Indicator, and read some materi-
als on which careers were best for my 
personality. Once again I was horror-
struck to discover that "research 
librarian" headed the list. 
The Big Surprise 
How could that be? I thought of 
myself as a creative, artsy individual. 
Certainly I had been accused enough 
times of "not being a team player," 
which probably has something to do 
with my independent spirit. But there 
it was in black and white; those very 
gifts of being organized and detail 
oriented, not to mention introverted 
and thoughtful, are perfectly matched 
with being a librarian. And guess 
what? I already was a librarian! 
This realization lit up that little 
bulb over my head, and I started tak-
ing my part-time information special-
ist position a lot more seriously than 
when I had thought of it as just some-
thing to survive for a few months. 
Once I got the hang of things, I was 
pleased to see how my natural skills 
dovetailed with the work. 
Although my graduate work was 
in educational technology - not in 
education per se - I found that the 
operative word in researching educa-
tion was "research," not "education." 
My sister information specialists in 
the regional resource centers around 
the country reflected that same 
approach, and only a few of them 
actually have degrees in special edu-
cation. In other words, I could be 
researching how to make strawberry 
shortcake or how to airbrush high-
lights into my hair, and the process 
would be the same. 
It turns out there wasn't a lot of 
dessert research involved, but there 
are a lot of complex questions about 
education issues that people need 
answers to. So what do I actually do? 
If you want the long-winded answer, 
I suggest you read the article on the 
Regional Resource Network, "At Your 
Service - RRFC Information Specialists 
Provide the Right Information from 
the Right Source at the Right Time in 
the Right Format" (Information 
Outlook, August 2003). I'll give you 
the low-carb version here: 
I work with people on the state 
level who need information on spe-
cial education. This includes state 
special education directors and other 
people who support the school sys-
tem, plus both regular and special 
education teachers. For example, one 
special education director recently 
asked me to find out how other states 
pay for exceptionally high-cost spe-
cial education students. Did I know 
what an exceptionally high-cost spe-
cial education student was? Of course 
not, but I can look it up (and so can 
you, of course). I belong to a national 
network of Regional Resource 
Centers, so I used our protocol to 
contact all of them and collect a vari-
ety of responses from states. This 
helped my client figure out how to 
manage his own funding situation. 
Another time I helped a teacher in 
New Hampshire figure out which 
school to apply to for certification in 
special education. She was wonderful 
with children, but didn't have many 
research skills, so she was thrilled to 
have the information I sent her. 
Could both these people have done 
their own research? Of course. But it 
would have been a long and frustrat-
ing job for them versus a quick and 
painless one for me. I also do some 
related work in numbers crunching, 
development of graphs and charts for 
our progress reports, and some evalu-
ation work. 
Rewards 
Over time I've really come to 
appreciate this job. One reason is 
that unlike many technical assis-
tance jobs that are several steps 
separated from actual students, I 
can often see the impact of 
what I'm doing on the people I 
serve. I usually have a prod-
uct like a report to show off 
when the request is com-
plete, and so I have a nice sense 
On the Joh 
of closure as well. Last of all, I've 
found that each day there is some-
thing new and interesting to research, 
so I'm never bored. Myers-Briggs sure 
had me pegged. 
One of the things I discovered was 
that the ability to gather information 
depends a lot on the relationships 
you have with people. In the begin-
ning, getting answers to my questions 
was like pulling teeth. But as I devel-
oped relationships and showed people 
how useful my services could be, 
they started to reply in kind. I also 
found that it was a darned good thing 
that I'm obsessively organized, 
because it takes every detail-monger-
ing synapse in my brain to track the 
complex steps in answering just one 
of the 15 to 20 information requests I 
work on at any one time. 
I eventually left that graphic 
design job and ended up as a full-
time and surprisingly happy informa-
tion specialist and sometime high-
tech librarian. It turns out that I'm 
not mired in a single pile of decaying 
articles or moldy books, but rather 
knee-deep in websites and online 
databases. I am terribly pleased, and 
not at all horrified, not only to be 
doing such an interesting job but to 
be writing about it as well. 
It goes to show that you might just 
discover that everything you need is 
in your own backyard. Just click your 
mouse button three times ... Cl 
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The Open Archives Movement 
By Laura Gasaway 
Over the past few years, the 
term "open archives" has been 
used to describe a movement 
orchestrated by librarians and 
researchers to ensure that 
scholarly literature is not 
locked up by commercial pub-
lishers. In response to the rap-
idly escalating prices, especial-
ly in scientific and technical 
journals, universities and other 
organizations have worked to 
make the works of their faculty 
authors available electronically, 
both on their campuses and in 
the wider scholarly community. 
Recent endorsement, by the 
United States, British, and 
Brazilian governments hold 
considerable promise that this 
new method of ensuring free 
or low cost access to making 
scholarly literature will suc-
ceed. 
Based on the open soft-
ware movement, open 
archives now have several 
manifestations. It all began in 
1991 when Linus Torvald 
posted an e-mail message to a 
newsgroup inviting collabora-
tion in developing a computer 
operating system. Thousands 
of programmers answered his 
call and Linux was the result 
- and it is still being devel-
oped. Not only commercially 
successful, Linux has spurred 
others to work on open-
source projects ranging from 
open-source films to recipes 
and curricula to crime solv-
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ing. The Internet now makes 
it possible to develop a wide 
range of open-access projects 
and to change the entire 
method in which research 
data and scholarly articles 
and papers are distributed. 
The first of the publishing 
responses was the Budapest 
Open Access Initiative (BOAi), 
which was formed in late 
2001. The purpose was to 
make research articles in all 
disciplines available on the 
Internet. At this writing 
(August 5, 2004) , it had 3,676 
signatures representing indi-
'1dual scholars and organiza-
tions such as universities, 
research laboratories, founda-
tions, learned societies, and 
libraries. The initiative, 
described as both a statement 
of principles and a statement 
of commitment, also enjoys 
the support of other open-
access initiatives around the 
world.' "The literature that 
should be freely accessible 
online is that which scholars 
give to the world without 
expectation of payment."' 
Universities have begun to 
encourage their faculty 
authors to publish in open 
archive journals and to place 
the works in an institutional 
repository. Even before the 
advent of institutional reposi-
tories, some faculty authors 
posted copies of their articles 
on their own Web pages. For 
authors who retain their copy-
rights, this was no problem; 
but for those who transferred 
the copyright to a commercial 
or society publisher, it was 
problematic. Increasingly, 
however, society publishers 
have given faculty authors 
permission to post their arti-
cles a few months or a year 
after they appear in the jour-
nal. Institutional repositories 
offer a more systematic collec-
tion of articles, research 
papers, etc., than individual 
postings. 
Assuming that the faculty 
member owns the copyright, 
placing the article in the 
archives ensures its contin-
ued availability. If the author 
transfers the copyright to a 
publisher, he should ensure 
that he retains the right to 
place the article in the repos-
itory. Some universities have 
established their own insti tu-
tional repositories to e,nsure 
electronic availability of fac-
ulty-produced scholarly arti-
cles and other works on t heir. 
own campuses and in the 
wider scholarly community. 
Other research institutions 
that have not yet created 
institutional repositories are 
considering doing so. 
In the sciences, there are 
two publishing efforts that 
involve open archives: the 
Public Library of Science and 
PubMed Central. The Public 
Library of Science (PLoS) 
focuses on open access to sci-
entific and medical literature 
around the world. It is a non-
profit organization of scien-
tists who believe that open 
access will benefit cientifi . 
progress, education, and th 
public good. The project fore 
sees the establishment o 
public libraries of science tha 
will both archive and provid 
access to the content of scien 
tific articles. 
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PLoS has assumed a pub-
lication role and has estab-
lished a nonprofit publisher 
"operated by scientists, for 
the benefit of science and the 
public." The peer-reviewed 
articles are available immedi-
ately online, free of charge, 
with no redistribution or 
reuse restrictions. The first 
journal, PLoS Biology, began 
publication in 2003 and the 
second, PLoS Medicine, this 
year. ' 
PubMed Central is a source 
for free access to scientific arti-
cles; it is a digital archive of life 
sciences journal literature man-
aged by the National Center for 
Biotechnology Information at 
the U.S. National Library of 
Medicine. Additionally, PubMed 
Central serves as a host for sci-
entific publishers and organiza-
tions to archive, organize, and 
distribute their research articles 
at no cost to the user. The 
archiving of this material will 
guarantee availability to 
researchers in the future. The 
author or the society retains 
copyright for the individual 
items. Both peer-reviewed and 
non-peer-reviewed reports and 
articles are accepted, but the 
contents are clearly marked to 
indicate the peer-review status 
of an item. 
At the end of July 2004, 
the National Institutes of 
Health announced that it 
would eventually ensure that 
all NIH financed research will 
be available to the public free 
of charge through the PubMed 
database, but no date was set 
for implementation. The 
Appropriations Committee of 
the House of Representatives 
issued a report that accompa-
nied the 2005 spending bill 
for the Departments of Labor, 
Education, and Health and 
Human Services, stating that 
six months after an article is 
published, a copy of the final 
manuscript should appear in 
PubMed Central. Library asso-
ciations were instrumental in 
lobbying Congress to include 
open access for articles that 
report government-funded 
research results. 
Just a few days after this 
committee made its recommen-
dation, the British House of 
Commons' Science and 
Technology Committee released 
a report also endorsing open 
access to research results. This 
report was further critical of 
commercial publishers for the 
sharply increasing prices of 
their scientific journals. Brazil 
was the first Latin American 
country to endorse open 
access.• 
In the United States, federal 
government publications are 
ineligible for copyright protec-
tion. 5 It was always somewhat 
confusing that non-govern-
ment researchers who used 
federal funding to sponsor 
their research were allowed to 
publish articles divulging their 
research results and transfer 
the copyright to a commercial 
publisher which then sold the 
information back to the public. 
Librarians have increasingly 
made the public aware of this 
anomaly. 
Due to increasing pressure 
from libraries and authors, 
Elsevier and some other sci-
entific publishers have 
announced that their authors 
will be allowed to post their 
articles on institutional Web 
sites. In response to the NIH 
announcement , some pub-
lishers have posited that the 
result will not be positive for 
scientific publishing and 
that authors may find fewer 
sources in which to publish 
their work.• In my opinion, 
this is a narrow view of what 
constitutes publication -
depositing a work in an 
institutional repository or 
PubMed Central is a type of 
access and distribution that 
ultimately will be recog-
nized and rewarded just as 
traditional scholarly journals 
are today. 
copyright 
corner 
1 BOAi at http:/ / www.soros. 
org/ openaccess. 
2 Id. at http://www.soros.org/ 
openaccess/read.shtml. 
' See, Public Library of 
Science, available at http:// 
www. publiclibraryofscience. 
org. 
• See, http://listas.ibict.br/ 
pipermail/bib_ virtual/2004-
June/000199 .html. 
5 17 u.s.c. § 105 (2000) . 
• Paula Park, NIH Research to 
be Open Access, The Scientist, 
Daily News, July 29, 2004, at 
http://www.biomedcentral. 
com/news/ 20040729 /04. ~ 
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Twenty Reasons to Love IM 
By Stephen Abram 
INSTANT MESSAGING -- n. A seroice 
that alerts users when friends or colleagues 
are online and allows them to communicate 
with each other in real time through private 
online chat areas. With instant messaging, 
a user creates a list of other users with 
whom he or she wishes to communicate; 
when a user from his or her list is online, the 
seroice alerts the user and enables immedi-
ate contact with the other user. While 
instant messaging has primarily been a pro-
prietary seroice offered by Internet seroice 
providers such as AOL and MSN, businesses 
are starting to employ instant messaging to 
increase employee efficiency and make 
expertise more readily available to 
employees (www.microsoft.com/windows/ 
xp/experiences/glossary _h-n.asp). 
Some studies suggest that special librar-
ians have been slow to adopt IM. I suppose 
this is for a few reasons - many of us are 
tied to our enterprises' systems, which 
block IM through tight firewalls; many of 
us haven't hit too many Millennials - that 
next generation that lives on IM; and some 
of us haven't seen the usefulness of it yet. 
Then again, many of us have adopted it in 
our personal lives for friends, clubs, kids, 
and grandkids. 
It's time to look again. Many corpora-
tions have discovered the competitive 
advantage of this tool. Indeed it's tightly 
integrated into many corporate applications 
now. Reuters and Microsoft have 
announced that they will be providing safe 
IM for financial transactions like stock 
trades. 
Here we go again! Yet another technol-
ogy to learn. But this one is easy! Do you 
need a "why"? Here's why: E-mail is just 
sending letters and memos faster than our 
grandparents did. IM is having electronic 
conversations - it's the text version of a 
phone call - not a letter. You need both let-
ters and phones. You need both e-mail and 
IM. It's that simple, really. Imagine your 
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work without a phone. That's what being 
without IM will be like. I believe that, in 
the end, IM will transform our culture and 
behavior, just like phones and e-mail did. It 
is definitely worth playing with IM and 
learning how it works. Here are 20 reasons 
for special librarians to love IM: 
1. It is free 
There are a whole load of instant mes-
saging services: mIRC, AIM, ICQ, MSN, 
and Yahoo! Messenger. Check out their 
Web pages for more detail if you haven't 
already: 
• MIRC [http://www.mirc.com] 
• AIM [http://www.aol.ca/alm/index_ 
eng.adp] 
• ICQ [http://web.icq.com] 
• MSN Messenger [http://messenger. 
msn.com] 
• Yahoo! Messenger [http://messenger. 
yahoo.com] 
It's simple and it doesn't hurt to try it 
out with a friend, colleague, or student. 
You'll learn a lot. I think it's fun too. It's 
just a simple, small download. 
2. Trillian by Cerulean 
As might be clear from the above list, 
there are many choices of IM clients. 
Unfortunately, conversations between dif-
ferent IM clients can be troublesome but 
not impossible. Although the major IM 
players are working on interoperability, 
Cerulean Studios has already developed a 
free integrator that allows you to simulta-
neously converse between the competing 
IM clients. Thllian is a multi-network 
chat/IM client that currently supports 
mIRC, AIM, ICQ, MSN, and Yahoo! 
Messenger. 
It supports docking, multi-line edit 
boxes, buddy alerts, multiple connections 
to the same medium, a powerful skinning 
language, easy importing of your existing 
contacts, skinnable emoticons, logging, 
global away /invisible features, and a uni-
fied contact list. It has a direct connection 
for AIM, support for user profiles, complete 
type formatting, buddy icons, proxy sup-
port, emoti-sounds, encrypted instant mes-
saging to ICQ and AIM, AIM group chats, 
and shell extensions for file transfers. It is 
free for the basic version, and the pro ver-
sion is only $25 at this writing 
[http://www.ceruleanstudios.com]. This 
means that you can easily connect with 
any client without having to adapt your 
system to their system. 
3. Chance to learn a new skill 
Using [M js easy, but it is a specialized 
skill that needs a little practice to master. It 
is also a skill that will be needed in an 
increasing manner in the future to interact 
with customer service centers, for online 
shopping, and for business communica-
tion. Reuters and Microsoft are developing 
a secure IM environment for handling 
financial communication and stock market 
trading orders. The earlier we get on the 
bandwagon, the better. 
4. Spam-free, sort of ... 
This might just be a temporary situa-
tion, but viruses and spam for instant mes-
saging are rare. spim n. - Unsolicited com-
mercial messages sent via an instant mes-
saging system. Also: spIM. - spimming pp. 
- spimmer n. - antispim adj. Spim is also 
sometimes called instant spam or IM mar-
keting. While it is nowhere near as preva-
lent as spam, one must be aware of it. The 
lower rate of annoying, unsolicited mes-
sages on IM is something to love. 
5. Yahoo! IMVironments 
According to Yahoo!, "An IMVironment 
is a themed environment that accompanies 
your instant messages. It can be used to 
convey a feeling or emotion; play interac-
tive games; or share exclusive photos, 
music, and other forms of media." If you'd 
like to see what these IMVironments look 
like, check out these sites: 
I 
,_ 
• http://in.docs.yahoo.com/messenger/ 
imv /index.html 
• http://messenger.yahoo.com/ 
messenger /inw /index.html 
For starters, you can see that this tool 
could be an excellent way for a special 
library to create an IM "identity" that is 
simultaneously cool and fun while sustain-
ing a quality image for the library service. 
With this you can create a simple virtual 
reference and library chat environment. 
6. Office hours 
One of the possibilities that worries 
folks about IM is that they might need to be 
interacting with users 24/7. This is not the 
case. It is your choice when you choose to 
have IM on. While some of us are uncom-
fortable leaving a ringing phone unan-
swered, one of the skills with IM is choos-
ing when and how you want to use it. You 
could choose to maintain IM "library 
hours" for helping clients, say, between 
1:30 and 4:30 p.m., typical work hours. My 
children's teachers "appear" online often to 
help their classes. From his university, one 
former student still trades messages with a 
favorite high school teacher. You can set 
your IM presence to be online, out to lunch, 
offline, on the phone, away, busy, be right 
back, etc. You can even make yourself 
"appear" offline if you like. 
7. Device-independent 
IM works on most any device. It is pret-
ty device agnostic when it comes to being 
used on telephones, PDAs, PCs, laptops, 
tablets, etc. It is pretty open to being useful 
with the devices as they develop and get 
market penetration. Since digital phones, 
Palm PCs, and PDAs outsell laptop and 
desktop PCs, the preferred personal com-
munications device of the future is becom-
ing evident. 
8. Social networks and trusted circles 
Our instant messenger buddies lists are 
the next-generation way to build trusted 
circles of colleagues and friends. People can 
ask to be on your list and you have to "per-
mission" them in. You don't need to com-
municate with a buddy if you don't want 
to. You can choose not to add them to your 
list. If someone becomes annoying they can 
be easily blocked. Your buddies list is an 
excellent example of a trusted network. In 
this case you can have actual real-time con-
versations and share files easily - a far cry 
from sending electronic letters to each 
other or to electronic discussion lists. 
9. Future integration 
Some IM clients are beginning to offer 
services in which they connect to virtual 
classroom and conferencing facilities such 
as Webex. Some offer support for co-brows-
ing and escorted searching through virtual 
reference applications, and others offer 
access to links, PDFs, and other documents 
for collaborative work. Each of these fea-
tures is aimed at supporting the education 
and business enterprise markets that will 
be part of the working world our learners 
will encounter. 
10. It's global and not 
space-dependent 
Need to have a short conversation with 
a colleague across the world? IM is a great 
tool for this. You can arrange to meet at a 
specific time (maybe even ironically using 
~ Springer 
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e-mail) or you can just wait until you see 
they're online and send them a message. 
It's simple. Save loads of long-distance 
charges. And you can do this at any time of 
the day without incurring additional phone 
call costs on your home line. 
11. Learn a new dialect 
Kids have been incredibly imagina-
tive in creating a new dialect of their lan-
guage to save keystrokes when messag-
ing as well as to "look cool." In order to 
"short-message" very quickly, IM'ers 
might boil messages down to "B HOME 
5 30" (or if they communicate that very 
often, even "BH 5 30"), and "CU BACK 
L8ER." They break down the sentences 
using many abbreviations of frequently 
used words and phrases such as ATB (all 
the best), BTW (by the way), CYR (call 
your ... ), FYI (for your information), 
MTNG (meeting), PC (please call), PLZ 
(please), THX (thanks), YR (your). 
Often the common ending -ing is abbre-
viated as simply IN or just N, as in 
DOIN, CALLN. Colloquial pronuncia-
tions are written as we say them: ENUF, 
YA. Interesting ones are the phonetic 
combinations of letters that if read aloud 
echo the sound of the words intended. 
BCNU (be seeing you), L8R (later), C 
(see?), CU (see you), IM (I am), INO (I 
know), NE (any), RUOK? (are you OK?), 
XLNT (excellent). 
While this dialect is most prevalent 
among students and teens, it is also rap-
idly invading the business world. 
Airlines have begun using it to relay 
flight information quickly to checked-in 
passengers, and it is being used by 
police. It's interesting to watch this new 
dialect emerging. Likely, this will sur-
vive into adulthood better than the pig 
Latin fun language of our childhood. 
12. Private 
Unlike bulletin boards, chat rooms, 
and electronic discussion lists, IM is a 
private conversation between the permit-
ted participants. This meets our needs to 
respect the privacy of enquirers at the 
library reference desk. It also allows per-
sonal information to be exchanged or 
coach relationships to develop and 
thrive. It also differs from e-mail since it 
happens as a conversation in real time 
instead of asynchronously. 
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13. One-to-one 
You can talk to learners, clients, col-
leagues and users one on one - conver-
sationally. 
14. One-to-many 
You can talk to learners and users as 
small groups with a common interest. 
You can also bring an expert into an IM 
group. You can immediately see library 
opportunities with articling students in a 
law firm and CPA students in an 
accountancy. 
15. Multitasking 
You can carry on many conversations 
at one time. You can search the Web and 
paste content or URLs into your IM box 
and provide answers quickly. 
16. Support Millennials' 
literacy competencies 
Millennials have benefited in that 
their many learning and behavioral 
styles are supported (I'm thinking of the 
widely accepted theories of Benjamin 
Bloom, Jean Piaget, and Howard 
Gardner). We now have a group whose 
diversity and ability are ready for this 
type of IM tool - as long as we adapt to 
it, too. IM supports intrapersonal learn-
ing, interpersonal learning, experiential 
learning, and so on, very well. For now, 
it still requires good reading skills -
reading is fundamental - but the devel-
oper labs will soon be issuing IM clients 
with greater voice, media, and visual 
support. Your new employees and co-
workers are coming from this pool of tal-
ented people. Be prepared and adapt. 
17. Their world will require it 
Our users are entering a new world 
where the tools of commerce and work 
will have adapted to them - instead of 
the world many of us lived through 
where we, of necessity, had to adapt to 
rapidly changing tools. There is likely no 
single job or profession that will not be 
affected by ever more powerful IM sys-
tems integrated directly into their work-
place applications and environment. 
18. Bridging the generation gap 
I've read a few studies estimating that 
85 percent of kids between 15 and 25 have 
at least one IM account. By my own expe-
rience, I haven't found a single kid who 
doesn't have one. Apparently, fewer than 5 
percent of adults over 30 have an IM 
account. Talk about your generation gap! 
There's a whole world of conversations 
going on under the radar. At Pennsylvania 
State University, early results of a librarian 
team using IM to interact with identified at-
risk learners are showing excellent results. 
E-mail didn't do well, but when they 
switched to the preferred communication 
mode of their Millennial learners, students 
started showing improved results and pass 
rates. And that's what we're here for. 
19. Choose a cool screen name 
This is the most fun! You can choose 
something as simple as a word that 
describes you or your service 
LibraryGoddess, LibraryPro, AskME, and 
ProjectSavior. You can even put in a 
quote that supports some position you 
want to take. There are many Web sites 
with lists of library quotes. Just for fun, 
I know of one person who has a different 
screen name every day, always a Steven 
Wright joke. Your screen name can make 
you look professional, cool, branded, 
funny, helpful, authoritative, or whatev-
er. It doesn't need to stick forever. Have 
some fun with it. 
20. It's the right thing to do 
So we don't we risk irrelevance -
again. We survived PCs, the Web, e-mail, 
new technologies, the Internet, and all 
the rest of the transformational changes 
we've undergone. We can adapt to this 
one too. Why? Because we care about 
connecting with our clients! 
Stephen Abram, MLS, is vice president, 
innovation for Sirsi Corporation. He is the 
past president of the Ontario Library 
Association and the current president of 
the Canadian Library Assodation. In June 
2003 he received SLA's John Cotton Dana 
Award. This column contains Stephen's 
personal perspectives and does not neces-
sarily represent the opinions or positions 
of Sirsi Corporation. Products are not 
endorsed or recommended for your person-
al situation and are shown here as useful 
ideas or places to investigate or explore. 
Stephen would love to hear from you at 
stephen.abram@sirsi.com. 4" 
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Serial Routing Goes "Virtual" 
By John R. Latham 
One of the goals of SLA 's 
Information Center is to be a 
role model for information 
centers. 
The relocation of SLA 
headquarters to Alexandria 
was a great opportunity for 
the Information Center to 
become more "virtual," and 
we have therefore ceased rout-
ing print publications in favor 
of distributing electronic 
tables of contents (TOCs). We 
are using Factiva and 
Infotrieve products for this 
service, which is less cumber-
some than the physical distri-
bution of publications ... and 
less time-consuming and frus-
trating than the inevitable dis-
covery of the AWOL journal (a 
common experience amongst 
us all, I'm sure). 
While each provider offers 
overlapping content, each also 
offers unique titles, and the 
services complement each 
other well. We offer TOCs for 
titles ranging from the Journal 
of Knowledge Management to 
Haroard Business Review to 
Wired , and the possibilities are 
virtually endless. As the TOCs 
arrive, they are distributed via 
e-mail to those who have 
requested that particular title. 
This new system allows all 
staff to have access to the seri-
als at the same time, rather 
than waiting on an inter-
minable route list, and they 
thereby receive content 
notices more quickly. 
Besides providing this new 
electronic service, we are con-
tinuing to use the electronic 
system to alert staff to the con-
tents of journals to which we 
do not subscribe in print, but 
Factiva 's Track Module 
,_u ...... -
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can obtain through Factiva or 
Infotrieve. Overall it's a more 
efficient and effective way to 
manage information. 
We have not cancelled all 
print subscriptions, many of 
which we receive as compli-
mentary or exchange copies, 
so print versions are avail-
able for staff to view in the 
Information Center. We also 
continue to subscribe to the 
serials of our closest com-
petitors, which, together, 
with the free subscriptions, 
give Information Center 
staff invaluable resources 
for competitive intelligence 
and research. 
Electronic versions are all 
fine and dandy for content, 
but there is no guarantee that 
all content is indexed. They 
do not include advertisements 
or, often, short news items, 
columns or event notices, 
which are of particular inter-
est to us. Information Outlook 
staff needs to be kept abreast 
of what changes there are in 
layout and visual presenta-
tion of information industry 
publications. 
It may not be a fashion-
able view, but I like the visu-
al impact of what I read, not 
just the content. Although I 
hope that we never dispense 
with the printed version, the 
new online version of 
Information Outlook using 
the ebrary platform has added 
to the visual impact over 
HTML, as well as providing 
instant search capabilities. 
News Connections 
The Information Center is 
offering two new current 
awareness services for mem-
bers under the collective title 
News Connections (http:/ I 
www.sla.org/newsconnec 
tions). 
We are using Factiva's 
Track Module to display arti-
cles on topics such as Web 
design, the USA PATRIOT 
Act, knowledge manage-
ment, and blogging. Full text 
- :' 
articles remain accessible for 
two weeks. 
Similarly, through Nexcerpt 
we are posting websites of 
interest to our members. To 
obtain the results you see, we 
select the best articles and sites 
from several pre-determined 
searches. New content is posted 
each work day. Also note that 
SLA members can purchase the 
Nexcerpt product for a 10 per-
cent discount by following the 
link on the News Connections 
page. We welcome your sugges-
tions for additional topics at 
resources@sla.org. 
John R. Latham is the direc-
tor of the SLA Information 
Center. He can be reached at 
jlatham@sla.org. 
The Infonnation Center is sponsored by Fat"tiva, a 
Dow Jones and Reuters company. 
Dow Jones & Reuters 
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